





Tobacco Company 


PERSONAL & CONFIDENTIAL M.A. YOUNG 
Regional Sales Manager 
400 Raritan Center Parkway 
Raritan Center 
il 
908-225- 

June 9, 1994 Fax 908-417-9076 
TO: F.L. Maney 
RE: Retai! Review Notes 
(W/W on 6/7/94) 
Dear Lee: 


Listed below are my observations as it relates to the retail stores we worked on 


Staten Island and Brooklyn: 


FULL PRICE PROMOTIONS/ACTIVITY 


* Its apparent that your direction to the S/R's has been very clear on our 
Full Price objectives. All calls made had at least one RJR Full Price 
promotion available to the consumer. In many stores, the consumer had 
the choice of CAMEL, Select and SALEM Slim Lights. 


* We observed several different values used for discounting, apparently 
to address the needs of the individual store. This matches up with the 
Corporate direction of moving to heavier discounts on Select and Special 
Lights to generate a higher level of trial. 


* Pricing was observed on all Full Price displays (both promoted and non- 
promoted). As your people are doing, continue to announce the price as 
"BIG" as possible on all displays. 


* Select and CAMEL distribution and inventory levels were very good on 
promoted product. As we discussed, our biggest objective continues to 
be how do we get the retailer to reorder the brands when he sells out 
(versus waiting for the S/R). 


“We work for smokers.” 
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* Marlboro miles catalogs were observed in just about every call worked. 


Our Select weekends catalogs were observed in only two calls and CAMEL 
Cash in none. This is an area that needs immediate attention. 


* Lastly, we discovered that Carlton is strong in the area of Staten Island 


worked. Flighted NOW 100's promotions apparently will gain us incremental 
business in these identified calls. 


SAVINGS PROMOTIONS/ACTIVITY 


* Very effective use of our MONARCH B1G1F displays was observed in 
all assignments worked. 


* DORAL was well displayed and priced. 


* Flighted buy-downs were being worked to meet competition (primarily 
GPC) with strong pricing signage. 


* As we discussed, Basic is selling unpromoted. To recapture our fair 
share of the Savings Category, we must determine how to out-execute 
Basic and attract consumers back to MONARCH/DORAL - 


- Bigger and more impactful displays in the better location 
- "LARGE" riser cards with pricing 


- The right price to get the Basic consumer to switch 


* The next competitive growth brand is definitely Misty. The answer to this 
problem is not as easy to solve. 


- What RJR brand do we target against Misty? 


> SALEM Slims? 

> STERLING Slim Lights? 
> MORE Lights? 

> Select Slim Lights? 


- Once we determine what RJR brand to use, then we must 


decide the level of discount per pack that would attract a 
Misty smoker. 


- The last step would have to be a temporary display located 
directly next to Misty. 


- I'll be interested in hearing what you feel will work in the 
Brooklyn Division. 
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MERCHANDISING 


* Your Division has done an effective job in selling our component contracts 
in the large number of highly paid PM Masters Level 4 accounts. In most 
calls, both our Full Price and Savings brands are on display, in the second 
location after PM places their two Full Price and one Savings display. 


* With the large number of PM Overheads now on location, the importance 
of our enhanced signage becomes much more important for brand presence. 
Have your Representatives strive to make Y-Signs/Half Y-Signs a part of the 
advertising requirement on all merchandising contracts. 


* it also became quite apparent in the total NSS calls, there is a big 
opportunity for the special plastic NSS display. Estimated availability is 
approximately three to four weeks. 


ADVERTISING PRESENCE 


* improved presence was shown in the stores that were included in the crew 
work program in late May. 


* PDI must be treated as an on-going priority versus a once every six months 
blitz program. You just cannot cover enough stores in a one week program to 
make an impact. This becomes apparent when you look at Marlboro's big 
brand presence in the Division marketplace. 


* The new Pole signs provide strong impact and permanence. 


Overall, it's apparent that your Representatives fully understand our Full Price 
and Savings objectives. In most cases, the only adjustments needed are as we 
discussed; “a little fine tuning". The gains that were made in brand presence 
and PDI should be recognized, as well as the need to expand this concept to a 
larger base of stores. 


Lee, I enjoyed the day in Brooklyn and look forward to my next visit in the near 
future. 


Sincerely, 
M. A. Young 


MAY/ams 
A-1 
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